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 Although the importance of customer is approved universally, there’re still 
lots of enterprises doing against what they believe. According to the traditional 
marketing strategy, product leads to success, such as profit ratio, sales volume, 
market share and customer satisfactory etc. The scale standard based on product 
results in the neglect of the value that customers bring to the enterprise. Customer 
Lifetime-Value marketing strategy does not only establish the affiliation between the 
customer and company, but also offers the measure standard and mutual platform for 
marketing and finance. This paper draw the customer data from B bank focusing on 
CLV research, analysis bank B internal and external environment, its core 
competitiveness and even its limitations. Bank B, having collated the existing 
marketing strategy, apply SUNIL GUPTA and DONALD R.LEHMANN（2006） 
valuation model of CLV, an interoperability assessment model, into bank B 
SupremeGold bank customers and draw four conclusions as below: 
First, B bank existing retail banking business is the performance of its 
marketing strategy to more traditional marketing strategies;  
Second, the model SUNIL GUPTA and DONALD R.LEHMANN（2006）is 
working for B bank’s SupremeGold CLV assessment results;  
Third, B bank’s SupremeGold customers need to change its marketing strategy 
into  CLV as the core of the management system and marketing strategy, customer 
acquisition, customer retention, customer profit margins for the marketing strategy 
of the indicators of success;  
Last one, this paper study B bank for banking entities, the effective theory and 
practice combination of a clear CLV as the core marketing strategy, tactical 
decision-making for promote domestic retail business, which draw lessons from ans 
reserable to other commercial banks, with the promotion of the value. 
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本文以 B 银行作为客户终身价值研究的具体案例。B 银行是来自香港的外
资银行，总部成立于 1918 年,现为香港 大的独立本地银行, 2008 年 12 月 31
日,综合资产总额达港币 4,153 亿元(535.8 亿美元) ,为香港恒生指数成分股之
一。2007 年 4 月获准成为首批开放境内公民人民币业务从而实现全面人民币业
务开放的四家外资银行之一。时至本文整理日，B 银行所属子行已在中国内地
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